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Introduction – Brief of Tesco 
Tesco was founded by Jack Cohen in 1919 and in 1924, Tesco first appeared as a brand (Ward, 2021). The name ‘Tesco’ was created by Jack Cohen by taking the first three letters of his tea supplier (T.E. Stockwell) and combining it with the first two letters of his surname (Bird, et al. 2014). According to the Tesco website, in 1929 the first Tesco store was opened in Burnt Oak, North London. At the time of its development, Tesco shares were worth 25 pence (Kirk, 2014). Share prices have increased in passing years to £271.50 and Tesco’s market share seems to be growing: shares were up 9.1% - 9.3% in the month of September (Wright, 2023). As for profit, Tesco expects to make between £2.6bn - £2.7bn in 2023/24 which is an increase from £2.5bn in previous years (Davey, et al. 2023). In 2015, Tesco recorded the highest loss on UK high-street with £6.4bn.
Tesco’s core purpose, as advertised on their website, is “serving our customers, communities and planet a little better every day”. Overall, Tesco’s mission statement is “We make what matters better, together”. This is effective as it shows customers that they play a part in the company’s success.














 2.0. Tesco’s Marketing Relationships 

2.1. Data Collection/Analysis/Evaluation by Tesco
Data is important to businesses like Tesco as it allows them to see if products, services and actions which were taken regarding the business were profitable and successful (Pampellonne, 2021). The success of a business lies predominantly in its customer relations. CRM (Customer Relationship Management) is a model which is used by businesses to manage customer relationships (Perry, 2022). The CRM model (Porter, 1985) helps businesses achieve their aims: motivating workers, CRM provides specific objectives for employees allowing them to achieve successful customer relationships; coordinating employees, CRM makes sure all employees are progressing towards the same goal; controlling success, CRM gives an organisation a starting point meaning if objectives are met than the model is successful; and monitoring progress, CRM allows businesses to see if objectives are being met in a certain timeframe. The CRM model allows businesses like Tesco to adapt them, suiting their specific needs. For example, setting objectives to increase revenues and purchases made by customers in stores, or to get customers to progress up the loyalty ladder. 
According to the Tesco website (Tesco, 2022), Tesco collects customer data through “cookies available to Tesco Bank” and “Clubcard data”. The Tesco Clubcard is the loyalty card for Tesco. It allows customers to collect points by scanning it with their purchases: on food, clothing, fuel, etc. These points are converted to vouchers which give discounts to customers on their Tesco Shop app. For example, if a customer collects 250 points, they will have received £2.50 in vouchers (Westbrook, 2023). These loyalty cards are useful in data collection as they gather information on Tesco customers’ buying habits and shopping preferences. From these, Tesco can create customer-specific promotions and offers which are sure to attract sales. 
The Tesco Clubcards allow customers to progress up the loyalty ladder. The loyalty ladder (Payne, 1991) is a relationship marketing concept used by businesses to illustrate how customers move up said ‘ladder’ with increased loyalty. The lowest point on the ladder is ‘Prospect’ which is where customers have not yet made a purchase but are likely to do so in the future. Next is ‘Customer’ which is where the customer is a first-time purchaser. This is followed by ‘Client’ which is where the customer now makes repeated purchases. Further up is the ‘Supporter’ which is a customer who purchases and tries new products. Finally, there is the ‘Advocate’ which is a customer who refers the brand to friends and family and via online reviews. Businesses thrive to have as many advocates as possible in order to raise popularity and trustworthiness to customers.
Another way in which Tesco collects customer data is via online interactions. Tesco has a variety of online platforms which enable it to collect customer data easily. For example, through its mobile app or its website which was previously mentioned. This data consists of customer purchase habits, browsing history and customer feedback. Furthermore, Tesco collects customer data from surveys. These surveys allow customers to give Tesco insight into their shopping experiences and satisfaction levels. Both of these collection methods allow Tesco to see its areas of improvement when it comes to customer satisfaction and online services. 

Data analysis is important to businesses like Tesco because it allows them to make conclusions from raw data which is useful in marketing and the smooth running of a business (Frankenfield et, al. 2023).  Tesco analyses data from a range of sources. Firstly, data obtained from Clubcards, online platforms, or POS systems. This information shows Tesco what their customers’ shopping behaviour and purchase preferences are. This data is valuable to Tesco as it allows it to see and understand individual customer habits. It is important for Tesco to understand its customers as it will allow it to adjust marketing strategies to target specific individuals, identify upcoming trends, and improve brand loyalty overall (Radu, 2023). 
Another method of data analysis that Tesco uses is market basket analysis. The market basket analysis is used to show retailers, like Tesco, the shopping patterns of customers, including which products are frequently bought together (Kadlaskar, 2023). This analysis is beneficial to Tesco because it can use the data collected to create customer-specific promotions. For example, if Tesco sees that bread and milk are frequently bought together by a variety of customers, then they can make a promotional offer to optimise the sales of bread and milk. By doing this, Tesco attracts the eyes of customers to certain products, making it more likely for purchases to happen. In addition, Tesco can use the market basket analysis to dictate the placement of products in stores or online (Didugu, 2020). In doing so, Tesco promotes cross-category purchases, increasing sales overall. 
Finally, Tesco analyses data from social media. Social media is a large platform which can reach a wide audience of customers at a much cheaper price. This is useful to Tesco as it allows them to analysis emerging product trends: the release of a new product which customers are interested in purchasing. Tesco is able to make specific purchases in order to attract customers. Not only this, but social media also allows customers to give feedback and leave comments of their satisfaction or potential areas of improvement. By analysing this raw data, Tesco can enhance the experience of customers in stores and online, improving customer loyalty and optimising sales. 
 To conclude, data collection, analysis, and evaluation play an important role in the success of Tesco. The data used by Tesco is, however, not solely customer related and also comes from the Tesco stores themselves.  One of the missions of Tesco is to become a more sustainable retailer, improving its impact on the environment and population. The analytics process based on customer data allows Tesco to improve its marketing relationships. Marketing relationships refers to the strategy used by retailers like Tesco, to obtain more meaningful relationships with existing and potential customers (Forsey, 2022) and is also a CRM strategy. By collecting data and acting on it, Tesco is able to make customer specific offers, effectively determine product placement, evaluate areas of improvement and overall increase customer loyalty and satisfaction when purchasing in Tesco stores or online. This is effective in making Tesco a more sustainable retailer because, by having a large impact on customers they indirectly have an impact on their way of living. By having strong marketing relationships, Tesco is able to influence and raise the awareness of customers on sustainability and sustainable values. This is important in its mission of becoming a sustainable retailer as Tesco can therefore influence the products customers buy to alter them to align with their vision of sustainability. 



3.0. Tesco’s Marketing Relationship Strategy

3.1. Segmentation
Segmentation, as defined by Professor Wendell Smith (1956), is the process of “dividing a market into smaller groups of buyers with distinct needs, characteristics, or behaviours”. Segmentation can be separated into different categories: demographic, psychographic, geographic, and behavioural (Smith, 2022). Demographic segmentation includes grouping individuals of the same age, gender, income, and occupation. By grouping individuals like this, Tesco can appeal to customers within these groups through potential marketing campaigns. Psychographic segmentation includes grouping individuals with similar lifestyles, personalities, interests and social class. This grouping is useful to Tesco as it can understand the personas of its customers and what motivates them (Saunders, 2022). Geographic segmentation is the organising of customers based on region or postal code (Doan, 2023). Grouping based on region is beneficial to Tesco as it allows for the identification of local trends and regional preferences. Finally, behavioural segmentation involves grouping individuals who have the same shopping habits and preferences. This allows Tesco to personalise promotions and offers based on customer inclination. In addition, it allows Tesco to persuade repurchases. 
Overall, segmentation helps Tesco to better understand its diverse customer audience to create more targeted offers and opportunities which, in turn, increases customer satisfaction. This increases the loyalty and happiness of customers which results in customer centrality as their experience with Tesco is improved and strengthened. In addition, marketing relationships are strengthened due to satisfaction and loyalty. 
3.2. Pricing Strategies
Pricing strategies are processes which help businesses and retailers set prices for their customers to maximise profits (Decker, 2023). Tesco uses various pricing strategies to suit its customers. Firstly, Tesco uses promotional discounts which consist of special offers on certain products and deals: buy one, get one free, or discounts on specific products bought together. Secondly, Tesco uses price-matching strategies. This is where retailers match the prices of competitors on items (Kotamaki, 2023). Tesco is able to utilise this strategy to remain competitive in its competitive industry. Furthermore, Tesco’s clubcards are a strategy which helps prompt customers to repeat purchases. This strategy creates customer loyalty as they are getting value for their money through earning points in addition to good quality products. Finally, Tesco uses the bundling pricing strategy which allows it to sell products in groups for a single price (Brown, 2020). This is a successful strategy as customers believe they get more products for their money, resulting in larger volume purchases. 
To summarise, Tesco’s pricing strategy has allowed it to prioritise customer preferences and needs. As a result, Tesco experiences stronger marketing relationships which increases customer loyalty and satisfaction. By having an understanding of customer mentality, Tesco has been able to effectively adjust its prices to create customer centrality, 


3.3. Tesco 7p’s Marketing Mix 
Product- Tesco offers its customers a variety of products ranging from basic groceries to electronics and clothing. This diversity of produce attracts and appeals to a wide range of audiences, increasing the popularity of Tesco and its success as a retailer. Tesco’s mission is to provide customers with the products they need in their daily lives and the products they desire. 
People- Tesco takes pride in its trained and capable employees who are certain to ensure customers are provided with good customer service. Customers are promised to have a good shopping experience with Tesco as their employees are knowledgeable and welcoming. Tesco invests a large amount of money and time into the training and development of employees, which some may argue is pointless due to allegations that Tesco lacks the ability to motivate them. 
Price- Tesco has adopted competitive pricing strategies as previously mentioned. An example of this is price matching, which makes customers think they are getting the best deals when purchasing from Tesco in comparison to other retailers. On top of this, Tesco implemented regular discounts and promotions which attract both already existing customers and potential ones. 
Place- Tesco has physical stores, mobile applications, and online platforms which customers can rely on to do their shopping. Tesco has invested a large portion of its time and money into its online platform and the possibility for customers to have home deliveries. As for Tesco’s physical stores, they have been made accessible to customers by being built in convenient locations. Tesco has over 5000 physical stores around the globe (Bedford, 2022). 
Process- This refers to the actions Tesco takes to perform something. This could be when customers pay for their groceries. Tesco has made this process more efficient by installing self-checkouts. Tesco priorities these processes and tries to make them as efficient and effective as possible to maximise customer satisfaction in stores and online. 
Physical Evidence- This includes the features that potential customers are faced with when interacting with a business: colour schemes, logos, organisation of products, product range, etc. Tesco has good online and offline physical evidence. Tesco stores are well maintained and looked after, regularly cleaned and products neatly organised. This creates a good shopping environment for customers, increasing customer satisfaction. On the Tesco app, products are similarly well organised and the colour scheme of the app is pleasing to the eye. This makes navigation easy for customers. 
Promotion- As far as traditional advertising methods go; Tesco continues to utilise them all. Beginning from newspapers to television advertisements and radios. Tesco also uses its social media platform to consistently create a strong presence. Tesco uses promotional discounts and offers to attract customers. 





3.4. Differentiation 
Differentiation is a strategy used by Tesco to distinguish its products and services from its competitors by separating them in the eyes of consumers (Hart, 2023). Differentiation has a variety of benefits. For example, it gives Tesco a competitive advantage due to the uniqueness of its services, which attracts customers. One way in which Tesco does this is through the simplification of their online systems, making it easier for customers to order online. Another benefit of differentiation is customer loyalty. By acting upon customer needs and wants, Tesco is able to create ‘advocate’ customers which strengthens Tesco’s brand image, creating credibility. Lastly, differentiation allows Tesco to adapt to changing customer needs and emerging trends, maintaining relevance in the competitive industry. 
To conclude, differentiation makes Tesco stand out against its competitors in the eyes of customers. Differentiation enables Tesco to grow sustainably and profitably. By being different from its competitors, Tesco creates a strong brand identity which creates a higher customer centrality. Therefore, forming stronger marketing relationships. 
3.5. Ethical and Sustainability Policies 
Sustainability is the process of meeting the needs of the current generation without jepordising the ability of future generations to also meet their needs (Mollenkamp, et al. 2023). Sustainability policies are action plans carried out by retailers to protect the environment by adopting sustainable practices. Tesco is an example of a retailer which is following sustainability policies in oder to become more environmentally friendly. A retailer can become sustainable through environmental, social, and economic development (Elkington, 1994). Tesco has adapted their stores to meet these sustainability policies and decrease their negative impact on the environment. 
Tesco has met sustainability policies by reducing its carbon footprint. Tesco has done this by investing in renewable energy, targeting to use 100% renewable energy sources by 2030 and having “net zero emissions by 2050” (Jones, 2023). Another way Tesco has adapted their way of retailing to meet sustainability policies is by reducing its waste and effectively managing its waste. Tesco works with farmers to provide quality produce to customers and to reduce overproduction. By 2022, Tesco was able to cut its waste by 45% (George, 2022). In terms of waste management, Tesco targets this buy donating to charities and community groups as well as in store colleague shops. Furthermore, Tesco uses sustainable sourcing for its products: produce like seafood and palm oil. This has allowed Tesco to offer support to sustainable agricultural operations, preserving natural resources and reducing any harmful impact on the environment. Finally, throughout its sustainability journey Tesco has kept full transparency about its progress. Tesco has regularly posted sustainability reports showcasing how their actions have paid off and if they were successful in achieving their targets to reduce their environmental impact. 
Ethical policies are principles which businesses must follow to ensure that their practices aline with ethical standards. Ethics is all about moral conduct, which is if actions are morally wrong or right. Tesco has stated to have committed to only purchasing produce in ethical ways and has advised suppliers to work ethically as well (Tesco, 2022). Despite this, a business’s determination to ethicality is subjective and, in the case of Tesco, it has faced criticism in relation to its proclaimed ethical and sustainable practices. For example, Tesco faced allegations of slavery reports in Malaysia in 2021 which is morally wrong and goes against ethical policies. 
Despite this, Tesco has customer centrality due to its commitment to customer satisfaction. Inevitably, the criticism and controversies received by Tesco negatively impacted its marketing relationships but due to its sustainability and ethical promises, it was able to make a comeback in the eyes of customers and continue its growth as the UK’s biggest retailer. 



























4.0. Conclusion 

To officially conclude, Tesco is a successful retailer for a variety of reasons. The areas that made a difference to Tesco’s ‘Sustainable Marketing relationship’ are waste reduction and management. Tesco has been able to significantly reduce its overall waste by recycling it and giving it to other places instead of ending up in landfills. Tesco continues to work towards its net zero emissions target and reduction of its carbon footprint which makes Tesco an environmentally sustainable retailer. 
Although, an area of improvement would be its social sustainability. As stated in the marketing mix, allegations have been brought to light that Tesco has poor employee motivation. Moving forward, Tesco could improve this so that employees have a better working environment and feel more comfortable working with Tesco. This will, indefinitely, positively increase Tesco’s brand image in the eyes of not only customers but also trusted employees, making Tesco a more sustainable retailer on all levels. 
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